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The following outlines the information that is to be incorporated into the Management 
Materials for Project RX. 


OVERVIEW 

As the penny profit generated from sales of RX is less than those realized from the sale of 
full margin brands and, in some instances, deep discount brands, die focus of the *sell story" 
for RX will be one based on consumer demand for the product In essence, consumer 
demand for RX will be so strong that retailers not carrying the product will be at a 
competitive disadvantage. To support this argument, key learnings from the RX Ad-pack 
research (such as purchase interest), as well as a few "memorable" consumer quotes from 
focus groups and onc-on-oncs, will be incorporated into tile sales materials. 

The actual sell in brochure should be a printed 4 page, 4 color piece that contains a pocket for 
introductory allowance worksheets, pricing worksheets P.O.S. menu items etc. 


4 COLOR BROCHURE 

The following details the elements which are to be included on the sales brochure in priority 
order: 


1) RX Proposition 

First and foremost, retailers must be educated as simply as possible as to whatRX 
is all about. They must clearly understand it's positioning as every bit a Marlboro that 
because its shorter costs less. 

While retail pricing is obviously a critical element to the success of RX, the brand's 
desired absolute reiailpricing of RX should not be printed on the actual 4 color brochure. 
Instead, suggested retail pricing will be handled on a separate worksheet insert so that 
sales reps can adjust pricing on an account by account basis (sec example) 

2) Sell Story 

Involving and straight-forward copy that "sells” the retail trade on the strong consumer 
demand RX will generate: and how important it is that hc/shc carry the product is the 
foundation of the sales s’-"v and must be boldly communicated. 
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The key Ad-Pack research findings in support of our consumer demand position are as 
follows: 


PURCHASE INTEREST AFTER TWO PACK TRIAL 


Total Smokers 41 % 

Competitive Full Margin Full Flavor Smokers 38% 

Competitive Full Margin Flavor Low Smokers 32% 

Generic Price S mokers 34% 

Deep Discount Smokers 29% 


COMPARISON TO REGULAR BRAND ON VALUE 
AFTER TWO PACK TRIAL 



BETTER 

SAJVffi 

Total Smokers 

59% 

26% 

Competitive Full Margin Full Flavor Smokers 

56% 

28% 

Competitive Full Margin Flavor Low Smokers 

54% 

26% 

Generic Price Smokers 

42% 

33% 

Deep Discount Smokers 

45% 

25% 


Per legal req uirements, all resea rch findings referenced in the sales materials must 
reference the quantitative .source of information and include (lie date on which the 
research was c o nr! !tete d — O.aohcr 1992. 

With regard to positive consumer quotes heard in the qualitative research, please meet 
with your research'department! to select the most meaningful ones available 

3) P OS riem .-Ms 

In order for rettC-rs < n receive the retail allowances for RX, they are required! to feature a 
gravity feed set sell. Pack outlets will be given the option of placing a 20 pack or a 40 
pack display v IL ’ verv' -e ov’ets will be required to place a 100 pack/20 carton flexible 
floor display. ' ' • •a: volume outlets will he required to carry a 200 or 400 

carton flossr •' ■ vmild like to feature the 40 pack set sell and the 100 

padt/20'carte:* . • a : ••..brochure. Wc are not including the mega volume 

display as mey ■ • • • s; < • a!!v represent 1000-retail accounts. 


Source: https://www.industrydocuments.ucsf.edu/docs/mhjj0000 
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One or two examples of other in-store P.O.S. visibility items should also be depicted on 
the sales brochure. 

4) RX Prom otional Support 

To reinforce our commitment to RX's introduction, information on the promotional 
programs, and advertising spending supporting the brand’s introduction should also be 
included on the sales brochure 


BROCHURE TNSFRTS 

The following items v-l’l he inserted into the pocket of the sales brochure: 


- Suggested p<-w iton worksheet 

- Retail introductory ei'iers 

-Wholesale int:-!■ ’ - offers 

- P.O.S. mer : ■ d-e;;!s - pack/carton outlet specific 

- Ad slicks 


Examples of each of these items will be forwarded to you by XXXXX. Please note that all 
inserts outlined a hove : !! he designed by PM sales training. We would however like all 
inserts to bc prir- ’ •• ••: ••a' , 4;boih horizontal and vertical), for which agency 

designs are required! 


tcir\frn /-> ^ j 


‘IS 


• The creative :!v ■ ' : h tire RX sales brochure is developed should be an 

extension of the braitL.'-erasing campaign. 


TIMING 

We would like to of the sales hrochurc on May 27, 1993. 


After you have a t« r<*vvw, please feel free to call with any comments or questions. 


cc: Martin Conus - !\ ,vr V» 
Tom Cudv- " ‘ 

Nancy : 

Cynthia Ml •:!■.>:; ■ : d’Co 

James Taylor 
Steve V 


Source: https://www.industrydocuments.ucsf.edu/docs/mhjjOOOO 
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